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Editor’s Desk
What Do We Know
About Mobile Media and Marketing?
John B. Ford

Everywhere we look, it is immediately obvious
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encourage marketers to realize that “platform-use

Strome College of

investments in mobile—argues for the need to

frequency contributes to trust in advertising. As the

Business, Old Dominion

understand the right metrics for measurement. In
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To facilitate stronger consumer connections to
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since there is such a high incidence of clicks by

evaluate the market performance of mobile apps”

accident: “Mobile is exceedingly capable of dem-

in “When Are Apps Worth Paying For? How

onstrating substantial reach—particularly in rela-

Marketers Can Analyze the Market Performance
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Given the potential use of apps to build
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